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This paper is an empirical study on customer-based brand equity of cities. In 
accordance with the CBBE model, city brand equity is made up with two parts, 
including reputation and brand image. In this study, we focus on the factors of city 
brand image. 
Combined with the literatures, in-depth interviews and focus groups to collect 
related terms, the questionnaire of the city brand image based on customer is 
compiled. A before-test is made to ensure the reliability and validity of the 
questionnaire and then 397 valid samples are obtained through convenient sampling. 
The respondents of the study are the students of the Xiamen University. 
With the methods of correlation, factor analysis and multiple regression analysis, 
we find that: city brand is related to nature environment, living foundation, soft 
environment, city image and development. The nature environment is the most 
important. Living index is related to nature environment, living foundation, city image 
and development. The nature environment is the most important. Learning index is 
related to education and culture, development and soft environment. The factor of 
education and culture is the most important. Tourism index is related to nature 
environment, living foundation, and soft environment. The nature environment is the 
most important. Working index is related to development, education and culture, 
living software and soft environment. The development is the most important. 
Investment index is related to development, education and culture, living 
software .The development is the most important. 
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中国改革开放的 20 多年，迎来了中国历史上城市发展 快的时期。仅
1990-2001 年间，全国地级城市由 188 个增加到 269 个，人口超百万的特大城市
由 31 个增加到 41 个（李光斗，2004）。1992 年全国总计城市数量为 517 个（中
国城市年鉴，1993），2009 年全国城市数量（不含台湾省和港、澳特别行政区）
为 655 个，城市化率（城市人口占全国总人口比例）已经达到 46.6%。到“十二
五”末，我国城市化率将突破 50%，也就是说，中国的城镇人口将首次超过乡村
人口，城镇人口将达七亿（届时全国总人口约为 13.9 亿）（中国城市年鉴，2010）。























































































1998；Olins，2002； Kotler and Gertner，2002； Cai，2002； Hankinson，2001；
Caldwell and Freire，2004）。艾克（2001）则构建了城市品牌识别系统，提出了
消费产品、空间、文化和符号 4 层意义上的城市品牌内涵。Kavaratzis（2006）
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